be coordinated in a vaster system of corporate operations and profitability (marketspace management).
Globalisation therefore provides businesses with a variety of spaces/items for comparison and to this end presupposes an information system that is consistent with vast, differentiated and very short-term decision-making horizons. As a result, it must be based on digitalised communications and information, with open knowledge exchange processes (replacing traditional one-way patterns, from a source to a passive receiver) 2 . In recent decades, numerous large corporations have been induced to develop plans to expand their activities from a global management perspective, reorganising their distinctive competitive skills and developing vaster boundaries of economies of scale (market-space competition).
Corporate development based on an 'extended' competition space (market-space management) tends to generate mega-organisations, with global networks that operate at numerous competitive levels (enhancing and exploiting their 'corporate intangible assets', i.e. corporate culture, information system and brand equity). They have access to market information that is so extensive and detailed that they vie with the government for leadership in establishing guidelines for local development 3 . Global managerial economics therefore tends to emerge in conditions of strong, continuous competitive tension, in contexts that are open (where socio-economic growth is increasingly influenced by the company's activities, while local public powers are less able to intervene in management policies) and subject to political, social and technological instability 4 . No company can therefore rely solely on its own resources, knowledge and skills as it did in the past, because corporate development is the result of a combination of different 'vectors' (stockholders, management, employees, intermediate and end customers, suppliers, competitors) .
The basic characteristics of global managerial economics are significantly influenced by certain phenomena of the 'new economy', including:
-the globalisation of supply and demand. Since the late Nineties, the internationalisation of the world economy has been consolidated, and for a growing number of sectors, their geographical target market is no longer the Nation or the continent, but industrialised countries in general. This evolution creates planet-wide competitive relationships (particularly crucial in Europe because of the size of the domestic markets) which make traditional multi-national (or multi-domestic) organisations obsolete, replacing them with forms of transnational organisation. What is more, economic interdependence increases and domestic markets can no longer be considered separately, but must be seen as part of a single target market. In other words, whatever happens in one market affects the others 5 ; -the globalisation of retailing. The power of the retail brands has strengthened and expanded on mass consumer markets, both in Europe and in the United States. From active intermediaries they now compete with manufacturers, with their own brand strategies that have developed in step with the global growth of the largest industrial brands. This evolution transforms the bases for recognition of the large consumer brands and naturally modifies the balance of power between industry and retail. Today, the first thing that powerful brands like Coca-Cola or Nestlé need is a large global retail network, and this needs large global brands in order to continue to develop; -global, interconnected communication. New instruments of communication register phenomena of radical change, particularly due to the pervasive nature of the Internet and the technological convergence of telecommunications, audiovisual aids and IT. Communication thus becomes global and interconnected, with the result that different players with different roles (suppliers, sellers, purchasers, distributors, consumers, shareholders, etc.) are no longer separate, autonomous institutions or entities, but organisations that can work together, express themselves, understand each other and listen to each other. This favours knowledge, dialogue and individual one-to-one relations. In fact, interconnected, global electronic communications processes radically modify relations with the market, because the following distinctive characteristics emerge: communications with two-way flows and active exposed parties, selective communications with personal messages and immediate feedback/feed-forward, and communication on demand. In particular, it highlights the crucial importance of electronic commerce, where digital communications emphasizes the strategic skills of knowledge communications, and particularly retail and logistic expertise. As we all know, electronic commerce sells what can be distributed rather than what can be produced 6 ; -the new consumer. The spread of economic well-being and the globalisation of consumption models tend to make consumers more expert and professional in their purchasing behaviour. Once ignorant and easily manipulated, today's purchasers are an organised force, with very structured knowledge and experience, who can modify the very nature of relations with the company. Well-informed and expert, consumers are increasingly aware, up-to-date and able to choose between brands, and above all they do not hesitate to contact the offering firms directly, as requests for consumer services underline. Having satisfied his primary needs, the consumer looks for greater benefits, demands products suitable for specific needs, examines new use functions (exploiting time, enjoying change, etc.) and makes opportunistic choices: mass luxury products one day, low cost products the next, depending on the consumption situation. 7 The globalisation of the economy and of trade does not therefore standardise consumption in different countries, but highlights the existence of consumers with identical needs, who respond to common corporate policies (brand, price, advertising, etc.) ; -the new role of the Nation-State. The globalisation of the economy, trade and communications highlights the problem of the role of modern Nations, because the authority of the Nation-States has been weakened at a transnational level to the point that the states have lost certain prerogatives. However, supranational institutions exist to maintain the important macroeconomic balances, guaranteeing suitable competitive rules. In more industrialised economies that are more exposed to globalisation, there is growing awareness on the part of business of its corporate responsibilities. This awareness is based on certain fundamental principles: corporate development presupposes a healthy, prosperous environment; the welfare state and tax pressure that they imply have clearly revealed their limits, raising the cost of manpower and weakening global competitiveness; whether it is small, medium, large or state-owned, while it pursues an effective and efficient core activity, an organisation must also protect its social and natural environment, with sustainable economic growth (corporate responsibility) that is consistent with the development of the community in which it operates (corporate social responsibility) 8 . Global markets redefine corporate competition space, beyond physical and administrative boundaries, and specifically underline the importance of certain distinctive factors that characterise global managerial economics; these can be put down to:
-a corporate organisation that is structured to compete on global markets. Globalisation modifies the role of strategic alliances by imposing the logic of the collaborative network between groups of companies, and promoting numerous forms of competitive cooperation. In extremely competitive environments, competitive relationships tend increasing to intertwine with 'closed' collaboration and cooperation relationships, which aim -at least in part -to control competitive dynamics in the long term and from a global market perspective 9 . To this end, companies may forge competitive strategic alliances with a wide range of solutions, in which there may be joint participation in the controlling capital stock (Equity Alliances), or forms of long-term collaboration, with no joint participation in the capital stock (NonEquity Alliances); -corporate activities developed in hybrid sectors. The emergence of new technologies and technological convergence crosses the elementary demarcation boundaries of the traditional sectors of corporate activity. One obvious example of this is the growing overlap between the telephone, television and cable communications sectors. Even in very traditional sectors, new activities are generating hybrid sectors; for example in the automotive industry, which incorporates a growing number of emerging industries (computers, robots, laser, etc.) , or the medical products and manipulated food products industries (which are gradually being 'invaded' by genetics and chemistry); -distinctive competitive factors managed with policies of continuous and planned instability. The competitive advantage acquired by a given company, in a given time and competition space, is not maintained as a distinctive connotation in the long term, because the company itself will 'break' the balance between competitors, developing innovation with continuous advances in its products and by constantly creating and abandoning demand 'vacuums' (market-bubble management) 10 .
Global Markets and Market-Driven Management
Globalisation and new competition boundaries oblige companies to adopt a new 'market-oriented competitive management philosophy' (market-driven management), in which customer value management predominates, i.e. sales to instable aggregates of clientele (demand bubble) by direct and continuous benchmarking with competitors 11 . In fact, the market-driven management of companies operating with a global economic viewpoint is defined by:
-activities organised around the markets (i.e. referring directly to competitors first and then to demand), rather than focusing on the 'customer satisfaction' of segments of demand (with a role subordinated to the competition dimension); -market policies based on continuous innovation to meet changing and instable demand; -and finally, new metrics to evaluate the factors (above all the intangibles) that determine the corporate performance. This is clear from the 'global model' of management adopted, for example, by Coca-Cola, GE and Toyota. Market-driven management becomes crucial in the development of companies competing on the open markets, where the competitive orientation starts from the bottom up, to 'force' the meeting of supply and demand, generating transactions and communication flows simultaneously (push/pull communication). Market-driven management configures a market policy specifically able to effectively combat the local protectionist measures put in place by individual countries. As a result, the huge French and German retail chains often clash with the standards of Nation-States to protect against Chinese imports. However, protectionist defensive measures are actually weak -like those adopted in Europe in the 1960s (unsuccessfully, as we know) to hold off the invasion of Japanese motorcyclesbecause they are based on matrices of 'elementary competition' (based on the simple defence of existing domestic products, with no reference to the differentials in the capacity to compete or the ability to meet demand).
Market-based organisations are communication-oriented and permeable to information, and they also presuppose that all corporate functions (production, sales, programming and control, marketing and finance) are aware of the conduct of competitors, anticipate the expectations of demand, and decide to propose solutions that go beyond the tasks of individual functions and the physical space of natural competition.
Market-driven management therefore favours an 'outside-in' view, structured around: the identification of products whose value is higher than that of competitors to provoke the intersection with demand, the creation of the maximum temporary value, planning and offering goods to specific demand 'bubbles', and the 'time-based' acquisition of useful market knowledge.
Market-driven management therefore has: a cultural dimension, with behavioural standards and values (corporate responsibility) that are consistent with the complexity and transparency of the global markets; an analytical dimension based on continuous monitoring of the competitive system according to modern business economics in conditions of instability, and sustained by push-pull corporate communication flows; and finally, a dimension of action, where time is the vital factor (time-based competition), in a logic of corporate management oriented to the changeability of relations between demand and supply.
Global managerial economics thus interfaces with numerous competition spaces, all with different levels of competitive intensity, and market-driven corporate management thus refers to a complex system of environments with specific competitive conditions, which may typically be summed up as:
-conditions of scarcity of supply (D>S), dominated by forms of market monopoly, with business economics focused on price competition and on local markets; -conditions of demand and supply in dynamic balance (DS), or markets with static oligopoly and controlled competition, where management economics embodies widespread internationalisation and non-price competition policies (typically focused on advertising and sales promotion); -conditions of over-supply (D<S), or markets with a dynamic oligopoly, where management economics underlines the central role of intangible assets (both corporate and product intangible assets), the globalisation of the markets and the crucial role of continuous innovation for intermediate and final demand.
Global Managerial Economics in Scarcity Economies: Price Competition and Local Markets
On markets where there is a scarcity of supply (D>S) overall demand tends not to be met, because the manufacturing potential is maintained below total demand. The monopoly, of selling companies makes it possible to control the volumes requested by fixing both the selling price and the quantity produced and sold (price competition). In this context the physical characteristics of the products predominate and the consumer assesses and appreciates the intrinsic qualities of the goods. The clientele's needs are elementary, well known and absolutely stable; technological innovation is rare and in any case it is introduced on the markets with distribution times and methods that are independent of competitive tension 15 . One typical example of global managerial economics in a scarcity economy is that of the large corporations of the world's oil industry, particularly oil companies' sales policies regarding gasoline. The policy of maintaining supply scarce and the lack of alternative products underline the indirect competition, whereby only recourse to different classes of product can make it possible to (partially) meet a specific need. In this sense, if we continue with the example above, cars could find alternative products, such as engines running on petrol, alcohol or electricity, etc.. The limited competitive interdependence of scarcity markets is also corroborated by the direct control exerted on the distribution channels by producing companies. They play a passive role in negotiations between producers and retailers, configuring local selling markets, although these are planned with a global logic of production, logistics and marketing (as contemplated by global managerial economics).
□ The network of petrol filling stations in Italy reveals
In conditions of scarcity of supply, the proximity between distribution, purchase and consumption allows selling companies to offer the market a small number of alternatives, all of which the clientele can evaluate in relation to the 'intrinsic value' of specific tangible factors (i.e. on the basis of tangible characteristics, whose consistency can be ascertained directly by the clientele). The public shows a strong propensity to purchase and is configured as an indistinct group of individuals, with homogeneous consumption habits, who express their requirements stably 16 . In so-called scarcity economies, where supply is simple and the competition intensity is minimal 17 , marketing research, in the correct use of the term, does not exist by definition, because of the state of monopoly, or almost-monopoly that characterises corporate activities. However, market research plays a key role in controlling the competitive dynamics (to prevent the entrance of direct competitors and/or to curb their development), supplementing the 'internal information' that can be inferred from the accounting system and from non-accounting analysis 18 . Market research thus aims, on one hand, to control the direct factors of production (raw materials, labour, capital) that determine the effectiveness and efficiency of the manufacturing processes (and therefore the direct cost of production, i.e. the crucial determinant of price competition). On the other hand, it aims to understand the fundamental characteristics of primary demand and, in particular, demographic and social trends (births and deaths, immigration and migration, the composition and age of households, etc.), income capacity and the potential to absorb production in particular. The purpose of market research is therefore to acquire information that makes it possible to preserve the basic conditions of scarcity economics, guaranteeing the maintenance of 'optimal temporary' manufacturing conditions, while at the same time defining quantities and aggregate demand and consumption trends, to establish the selling price and the necessary quantity.
Global Managerial Economics in Conditions of Controlled Competition: Non-Price Competition and InterNational Markets
Global managerial economics, in conditions of controlled competition, when demand and supply are in dynamic balance (D~S), highlights the 'sale' as a crucial function of corporate activities (marketing oriented), making it profoundly different from scarcity economies, where corporate decisions are guided by 'production' (production-oriented). What is more, the production-distribution-consumption processes exceed the context of local distribution-consumption relations and acquire international operating boundaries (Mediterranean basin, US area, northern hemisphere, etc.) 19 . In particular, trade is not controlled by producers, but imposes itself with an active and autonomous role, affirming its capacity to negotiate with production companies and its ability to guide the decisions of end consumers.
The competitive conditions of dynamic balance between demand and supply are often found in more advanced European countries (above all where public intervention in the economy is consistent and oriented to maintaining static oligopolistic market forms). This is particularly so when conduct aims to conserve the state of competition, by defending substantially closed distributionconsumption cycles, which have close control on the times and ways of disseminating innovation.
In conditions of demand and supply in instable balance, corporate economics is not oriented to the management of proximity markets (i.e. control of the interaction between local and easily circumscribable supply and demand, typical of scarcity economies), focusing rather on the international expansion of 'markets in controlled competition', managed with company policies of non-price competition.
This corporate growth policy is characterised on one hand by geographically diversified competition spaces, and by supply in which physical characteristics and intangible product factors coexist. On the other hand, it reveals specific corporate structures, which first and foremost impose the specialisation of governance functions (above all for the responsibilities of the broad financial interests involved) and of management activities, with the presence of highly qualified managers in the same corporate function (marketing, control, logistics, finance, etc.). Companies increase their operating presence on foreign markets, but parent companies tend to remain located in their countries of origin (limiting themselves to competing in exports and imposing the management model, products and corporate culture consolidated in the domestic market abroad). Economies in dynamic balance tend to have a small number of very large companies, with differentiated products that compete directly (different products -or rather, different brands -belonging to the same product class, meeting the same use function), having to deal with low competitive intensity in slow-growing markets (or rather with controlled growth) where the profitability of the system of competitors is maximised, maintaining a constant dynamic balance between overall supply and total demand.
Economies with controlled competition are peopled by consumers with dissimilar characteristics and preferences, which express this inhomogeneity in stable differences in purchasing behaviour (demand segment). Overall demand is therefore not homogeneous and can be broken down into different segments, using specific parameters (demographic, social, psychological, etc.) , to determine groups of potential consumers who are sensitive to varying degrees to the commercial actions of companies, which typically regard: advertising; the margins granted to trade; temporary price manoeuvres; point of sale promotions; etc.. Consistent with the goals of the rapid development of very different mass products, policies of 'non-price competition' take hold on oligopolistic markets in dynamic balance (usually with the pre-eminence of advertising), which in concrete are destined to increase product sales and profitability by leverage on the promotional costs (rather than intervening on the selling price, with permanent changes extended to the entire market, as is the case with price competition policies).
Management of competitive situations with demand and supply in dynamic balance presupposes mass production structures (located close to supply and/or selling markets) and vast, aggressive commercial organisations. As a result, the complex production and sales organisation (both domestic and intermational) tends to prevent the achievement of unsatisfied shares of global demand because products are simply unavailable (as is the case, by definition, in monopolistic scarcity economies). On the other hand, in conditions of dynamic balance, the products are numerous and differentiated, to meet a vast range of expectations from the potential clientele (segments); 'competitors' compete with products that are very similar in their elementary uses, but very different in their 'accessory' characteristics (which help to determine consumer choices related to particular perceptions of use). The inhomogeneity of demand therefore expresses dissimilar expectations, with 'customer satisfaction' linked to the perceptions of an 'overall supply value' that is multidimensional and instable. This 'extended product' configures a system of intangible and tangible factors and thus determines a balance between demand and supply that is 'naturally' instable. The balance tends to break as an effect of the actions/reactions implemented by the various competitors in order to modify the knowledge -and above all the perceptions, which are by their very nature very volatile -and thus the decisions of particular segments of demand 22 . In economies with controlled competition, the crucial importance of sales for a company's success highlights the role of marketing in predicting and managing trends in demand segments. As a result, market research (indispensable to understand the evolutionary trends of the relevant macro-environment, made up of demand/consumption, clients/suppliers/distribution channels and direct/indirect competitors) must be combined with marketing research. In other words, monitoring is focused on the product perceptions expressed by a given demand segment and referred to the different marketing parameters (product, price, distribution, advertising). What is more, the crucial importance of sales is reflected in the role and functions of distribution channels, for which trade:
-plays an active role in relations and negotiations with brand producers, or even imposes its own commercial conditions on manufacturers who only have products with a 'weak brand' 23 ; -gradually increases company dimensions, experimenting with the first network organisations;
-and finally it modifies its own functions, from a passive selling terminal to a point of contact with consumers, able to verify consistency between expectations, perceptions and the satisfaction of end demand 24 . The central importance of relations between producers and retailers, typical of contexts in dynamic balance between demand and supply, shows a specific strategic correspondence in the so-called 'push/pull dilemma', with which manufacturing companies come up against retail companies (particularly the large ones) in sharing out the so-called channel income, in other words in the predisposition of the medium/long-term potential for development. In general, the push/pull dilemma highlights the different orientation to the market (and in particular to the competition) of manufacturing companies. It underlines the importance, even for the trade, of orientation to demand (retail marketing), thus separating the development of commercial companies that are more modern and competitive from that of traditional sales outlets (where products are simply on offer, but there is no motivation to strive constantly to win customers). And finally it shows that market research and marketing research acquire critical significance even for retail companies 25 . In global managerial economics, in conditions of controlled competition, the push/pull dilemma acquires peculiar connotations, extended beyond product transaction logics and explicitly attributable to information flows (above all digital) connected to the sale of the products and therefore to knowledge of the purchasing behaviour of intermediate and final demand.
In fact, the 'product push policy' envisages that it is sales intermediaries and retailers in particular, who must 'push' the product to the end consumer, both with a favourable display on the shelves of sales outlets, and by recommending the purchase of specific products and brands 26 . This policy presupposes that manufacturers should painstakingly and continuously stimulate the retailers (usually with elementary advantages, such as granting larger sales margins than those offered by competitors, or defining exclusive selling zones, etc.), constantly maintaining contacts and relations through the sales force. With a similar conduct, the information regarding the end customer's purchasing behaviour remains within the corporate information system of the retail companies (trade), while the manufacturing companies develop knowledge in the analysis and refinement of relations with intermediate demand (Push Communication) .
With the 'product push policy', manufacturers focus their own sales force and promotional activities on inducing retailers to handle the product, and at the same time they forgo structuring knowledge bases to promote and sell to the final clientele. The 'push policy' finds concrete application when the distinctive characteristics of the product are not known; when the choice between different brands is left to the retailer; and when brand loyalty is very low and in any case does not constitute a decisive repurchasing factor 27 . With the 'product pull policy', on the other hand, the end consumer chooses a product directly, drawing on his own motivations, or expressly requests the product from retailers. To implement this policy, manufacturers allocate huge resources to the preparation and maintenance of sophisticated information channels (to implement Pull Communication policies, designed to obtain continuous flows of knowledge about the preferences and choice motivations of consumers), and to put persuasive communications tools in place (primarily advertising, to achieve good brand recognition and a strongly distinctive image). The product is therefore requested ('pulled') by the end customer and the retailers must make it available to the clientele and above all must maintain it in the assortment. Basically, the information system and commercial communications replace the sales organisation in the primary functions of information and persuasion, and at the same time it performs more sophisticated competitive functions, such as: 1. stabilising consumption in space and time. In global markets where competition is controlled, recourse to non-price competition tools makes it possible to plan the promotion and encouragement of sales volumes with mass targets and easily controlled costs; 2. to develop loyalty to brand consumption, creating and amplifying relations between the manufacturer and end customer (typical of a pull policy, but non-existent in price competition and push policies).
The pull policy therefore finds concrete application when: for the same use function, there are numerous products from different brands at the sales outlet; the end consumer perceives the difference between the different brands and usually makes his choice before entering the point of sale; brand loyalty is very high and often constitutes a decisive repurchasing factor 28 .
Global Managerial Economics in Conditions of Over-Supply: Intangible Assets and Market-Space Management
From the start of the third millennium 29 , the globalisation of manufacturing (and therefore the delocalisation of manufacturing activities from socially more evolved countries to areas where it is possible to hire both specialist personnel with a high level of scientific-technological preparation and non-specialist personnel who have a very low incidence on product costs), the opening up of new and vast consumer and importexport markets (like the redrawing of the European EU-25 boundaries, the new role of the 'Chinese market', the Asian market and South America), and finally the digitalisation of communications (with the transformation of information flows from 'linear' to 'circular') all contribute to the development of a state of over-supply (D<S), in other words where the consumption of numerous assets is no longer able to expand in relation to the quantities produced and/or imported, not even at falling prices. PCs-Market Shares, 2004, percent. Dell 16.4; HP 13,9; IBM 5,2; Fujitsu/Siemens 3,8; Acer 3,2; Toshiba 3,2; NEC 2,6 ; Gateway 2,2; Lenovo 2; Apple 1, 9. Source: Gartner) 30 .
□ IBM sells its PC division to China-based Lenovo Group and takes a minority stake in the former rival in a deal valued at $1.75 billion…The two companies plan to form a complex joint venture that will make Lenovo the third-largest PC maker in the world. (Worldwide Seller of
The structural excess of the manufacturing capacity of over-supplied markets results in products with falling direct costs and is rendered even more critical by digital communication, which impose an urgency on competition (time-based competition), generating: rapid imitation, the acceleration of technological innovation processes, global dissemination of innovations and falling selling prices. In these conditions, the long-term development of a business does not depend so much on undifferentiated selling volumes or the physical characteristics of specific products (easily imitated in tangible assets), but rather on sales differentiated by product intangible factors and above all by the level of sophistication of corporate intangible assets 31 . Typical examples of global managerial economics in conditions of oversupply can be found in the market policies of various industrial sectors: foods (mass wine, beer, bread and mass baked products); casual wear (Zara, H&M, Levi's, etc.); mass editorial products; TV entertainment programmes; masters & professional courses.
In a state of over-supply, relations between goods produced and sold becomes complex, breaking down as follows: sold goods, i.e. goods purchased by end demand at a price that is clearly higher than the direct variable transaction cost; unsold goods, i.e. goods that have been purchased by intermediate demand, but were not chosen at full price from alternatives from different brands and must therefore be proposed at a discount -for short periods of time, up to the limit of the variable direct transaction cost -coming into purchasing competition in the choice between different product classes; and finally, unsellable goods, which would not in fact be sold even at prices below the direct variable transaction cost. The capacity and real possibility of minimising the latter determines the level of real profitability of a given product and, in a vaster context, qualifies a given organisation's degree of market-orientation.
In a state of excess-supply, global managerial economics is defined by the predominance of intangible assets on one hand and by the crucial importance of a dynamic and complex competition space on the other (market-space management). These conditions imply: a corporate organisation structured in a network (geographically ramified in numerous branches with a number of centres that drive the business); results evaluated by multiple indices, which nonetheless express 'time' in partial and overall evaluations (for example, EVA and rotation indices prevail over margins), where corporate intangibles and product intangibles support (and often condition) the primary and tangible components of the business and the product; and finally, unitary governance to harmonise the variety and specificity of management designed to exploit market, ethnic and cultural diversities.
In competitive conditions of over-supply, global corporate economics is defined by certain specific factors:
-competitive trade 32 . Commercial traders participate in the chain of transactions with an autonomous role of 'intermediate demand', which is expressed in partnerships established with key suppliers on one hand, and in brand portfolio policies on the other, extended from private labels to own brands (retail marketing). Other non-commercial traders (financial brokers, tour operators, real estate traders, etc.) also put in place -and developtransactions with brand products of the producers or distributors, in the event that the competitive advantages that can be realised on intermediate markets are less volatile than those realisable on consumer markets. The latter are dominated by intangible supply characteristics and accelerated dynamics of the satisfaction of demand 'bubbles', which must be understood, anticipated, grasped, abandoned and renewed with the aid of customised marketing tools (for example, merchandising and licensing); -pull 'trade & consumer' policy. The preferred motivation of end demand is the result of the coordination of: the 'pull' policy adopted by manufacturers, a sophisticated 'push' policy (also put in place by manufacturers, where the commercial incentives are part of more complex trade marketing), and the 'pull' activities implemented directly by the trade in relation to final purchasers. The state of over-supply goes beyond the elementary state of competition between goods, proposing complex consumption situations (i.e. choices between different types of consumption, such as the choice between purchasing jeans or sunglasses), where the goods themselves only account for some of the choice motivations. Trade is the most sensitive and reactive expression of this situation, because of its closeness to end demand and the availability (almost in real time) of digital information flows 33 ; -final selling price, which is dynamic in time and space. Very dissimilar prices in different selling times and places can be the result of the continuous intermediation (in network structures, as market-space management policies) between the manufacturer, the distributor and the end purchaser. The latter, in particular, ceases to be a passive element in the transaction chain. On the other hand, he is well informed, often participates in the communication processes, and chooses the time and place of purchase, even on the basis of patterns of non-loyal behaviour, intervening alongside the trade to set the final selling price; -the direct variable transaction cost is the critical factor of competition, which can be put down to the cost centre of a manufacturer or a trading organisation. Manufacturer and trade together determine the transaction cost which, in situations of structural over-supply, must overcome the inertia towards the consumption of given types of products (product choice), motivating and supporting the choice between alternative brands (brand choice).
In over-supplied markets, therefore, global managerial economics comes up against the marked instability of global and corporate demand (purchase choices between different product classes with different uses, volatile preferences, and nonloyal and disloyal purchasing behaviour) and against equally instable supply from competitors (accelerated planning of innovation, manufacturing delocalisation 34 , creation of demand bubbles). A state of over-supply emphasises the crucial importance of proximity to the place and time of choice (shelf policy), which maximises the opportunities to display the product physically (on the shelves) or virtually (virtual window), i.e. its availability (opportunity-to-shelf). Manufacturers and the trade generally cooperate with non-antagonistic logics, creating temporary supplies that satisfy the specific expectations of instable aggregates of end consumers (demand bubbles), with the common goal of 'preparing stimulating supply proposals', obviously with different 'shelf policies', respecting their different roles 35 . Demand bubbles are the result of a process of aggregation which aims to form particular and very instable demand, very different therefore from the disaggregation that underpins the segmentation found on stable markets. On the other hand, management of market instabilities presupposes the rapid development and exploitation of the demand bubble, which in turn requires continuous action in order to identify supplies that follow each other in succession, appealing to and satisfying groups of end consumers. A state of over-supply emphasises the consistence between the contingent expectations of groups of consumers and the availability of goods over time and in places where a purchase is more probable. This consistency is pursued by manufacturers and by the trade with specific 'shelf policies' designed to maximise the opportunities and profitability of the physical or virtual presence of specific products. On over-supplied markets where global competitive tension is high, the shelf policies of manufacturing and retail companies -which have to deal constantly with structural over-supply, and must move quickly to grasp 'demand bubbles' -generally reflect the crucial nature of the processes to integrate corporate information flows (external, internal and with 'co-makers'), and the central role of digital communications in particular. Digital information flows make it possible to dialogue with a large number of contacts (about products, prices, promotional offers, etc.), even simultaneously and in real time. Consistent with the importance of trade in relations between manufacturing, retail and consumption, they also make it possible to extend the competitive fronts and the availability of an information system with very short action-reaction times.
□ The attack on the Italian market by Benetton
In over-supplied markets, global managerial economics creates competitive environments in which:
1. space becomes a factor of competition (market-space competition), which is defined by very dynamic and instable characteristics, due to the variability induced by the continuous innovation of supply and the growing selectivity of demand; 2. tangible characteristics of supply and physical boundaries (administrative and geographical) do not determine the competition space. On the contrary, corporate competitive behaviour is dominated by intangible characteristics of supply and virtual spatial coordinates 36 , which supplement and specify the physical dimension (market-space management) 37 .
Finally, in over-supplied competitive contexts, the instability and inhomogeneity of demand determine a precise hierarchy between marketing research and market research.
The primacy of marketing research can be attributed to the creation and management of demand bubbles, in other words, company processes to exploit consumer-product relations that are highly distinctive and volatile, characterised by:
-acquisition, elaboration and sharing of data and information inside the organisation; -rapid collection, processing and use of information; -choice of significant information to open the bubble; -use of collection methods and data evaluation patterns based on physical or virtual aggregation processes 38 .
Where demand bubbles, and more in general the 'shelf policies' of the manufacturers and the trade are concerned, marketing research (which obviously cannot be based on the extrapolation of historical data, as it would be in stable contexts) underlines the importance of association techniques on one hand (for example, data mining), applicable to enormous data bases that track the clientele's recent purchasing behaviour, while it underlines critical selection techniques on the other, to obtain a small amount of information, with a high symbolic value, concentrated on the dynamics of specific phenomena 39 . Market research also has distinctive connotations in the context of 'shelf policies' conditioned by intense competition. Market research in global, oversupplied markets reveals the significance of competitive intelligence (of the active and defensive type) 40 , to understand the trends of uncontrollable environmental phenomena, and of database management 41 to acquire 'information signals' regarding environmental phenomena that can be influenced.
The competitive instability that distinguishes these 'shelf policies' generates overall demand made up of inhomogeneous demand that comprises a large number of very similar or very dissimilar units. These are aggregated -but not occasionally or casually -because they share a purchasing motivation for a temporary company supply. The socio-demographic characteristics of the various units are not therefore significant to define overall demand, because the factor that links the various units is the system of corporate products which, at given times and in given spaces, is composed with the end consumers' choices.
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7 In fact, the governments of many industrialised countries have adopted systems of eco-rates and eco-taxes to cover the cost of managing refuse, thus creating new markets for recycled products (and often also to introduce measures to protect domestic industry, as in the case of the car market in the US and in Europe). Similarly, a socio-ecological view of consumption has been developing in all industrial countries in the last ten years. This environmental awareness, which derives from greater purchasing power on the part of the end purchasers in the various countries, modifies the very approach to consumption. It is no longer limited to a particular product, but extends to the implications, upstream (costs and opportunities) and downstream (prevention and/or repair costs) of this consumption. For example, suppliers are required to specify the presence and origins of these components, and the ways to eliminate, recover or recycle the raw materials they contain at the end of their useful life. The environment-friendly view of consumption is evident in the European vehicle scrapping directives, and indications to consumers that vivisection is not adopted in the clinical testing of beauty and pharmaceutical products.
